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Taiwan President Starbocks Coffee Corporation is a join venture invested by 
Starbucks Coffee International Corporation, Uni-President Enterprises Corporation 
and President Chain Store Corporation, it operates Starbucks Coffee stores in 
Taiwan.  
Having adopted useful marketing strategies, Taiwan President Starbucks Coffee 
Corporation accumulated extensive marketing experiences, and has excellent 
performance regading experiential marketing in coffee chain stores. 
Experience marketing comes after experience economy, it becomes an 
important trend in experience economy field. However, there is not much academic 
research about the involvement with experience marketing and coffee chain stores.  
Coffee industry has tremendous commercial opportunities, more and more 
outsiders become insiders to pursue the future profits, even large enterprises 
invested in coffee chain stores operation. It can be seen that in an increasingly 
competitive coffee chain market, expericence marketing can help marketers avoid 
head-on confrontation, price war etc., find the new niche market by appealing 
experience marketing strategies. 
By making use of Schmitt’s experiential marketing theory, the writer analyzes 
the marketing strategies of Taiwan President Starbucks Coffee Corporation to 
provide references for other coffee stores.  
This paper adopts Taiwan President Starbucks Coffee Corporation as the 
studying case, in theory of Schmitt’s SEMs and ExPros, the writer concludes the 
main success factors of experience marketing in Taiwan President Starbucks Coffee 
Corporation. The main factors are as follows. 
1. Intensity：Some factors have positive correlations in Experience Matrix 
2. Width： Develop and manage ExPros year on year. 
3. Depth：In-depth experience of marketing strategy and SEMs. 
4. Links：Manage the links between SEMs and ExPros 
 




























目  录 
第一章  绪论 ............................................................................................1 
第一节  研究背景 ................................................................................................1 
第二节  研究动机 ................................................................................................4 
第三节  研究问题与目的 ....................................................................................6 
第二章  体验营销之理论回顾 ................................................................7 
第一节  体验营销之定义 ....................................................................................7 
第二节  传统营销与体验营销之差异 ..............................................................10 
第三节  体验营销之策略体验模块、体验媒介与体验矩阵 ..........................12 
第三章  连锁店之理论回顾与台湾咖啡店之文献探讨......................17 
第一节  连锁店之起因与定义 ..........................................................................17 
第二节  连锁店之经营型态与优缺点 ..............................................................19 
第三节  台湾咖啡店之发展 ..............................................................................25 
第四节  台湾咖啡店之经营 ..............................................................................26 
第五节  台湾咖啡连锁店之经营特点 ..............................................................27 
第四章  星巴克王国与统一星巴克之介绍 ..........................................29 
第一节  星巴克王国介绍 ..................................................................................29 
第二节  统一星巴克介绍 ..................................................................................33 
第五章  统一星巴克竞争环境与营销战略分析 ..................................37 
第一节  统一星巴克之市场环境分析 ..............................................................37 
第二节  统一星巴克之竞争环境分析 ..............................................................40 
第三节  统一星巴克之营销战略分析 ..............................................................50 
第六章  统一星巴克的体验营销策略分析 ..........................................53 
第一节  统一星巴克的策略体验模块分析 ......................................................53 
第二节  统一星巴克的体验媒介应用 ..............................................................58 
第三节  统一星巴克体验营销的成功之处 ......................................................63 














第七章  结论与建议 ..............................................................................67 
第一节  研究结论 ..............................................................................................67 
第二节  研究建议 ..............................................................................................68 
参考文献 ..................................................................................................70 






















Chapter 1  Introduction……………………………………………1 
Section 1  Background…………………………………………………1 
Section 2  Study Motives………………………………………………4 
Section 3  Problems and Purposes ……………………………………6 
Chapter 2  Experience Marketing Theories………………………7 
Section 1  Definition of Experience Marketing…………………………7 
Section 2  Differences between Traditonal and Experience Marketing…10 
Section 3  SEMs, ExPros and Experiential Grid………………………12 
Chapter 3  Chain Stores Theory and Literature Review of Coffee 
Stores in Taiwan………………………………………17 
Section 1  Taiwan Coffee Stores History………………………………17 
Section 2  Business Development of Taiwan Coffee Stores ……………19 
Section 3  Origins and Definitions of Chain Stores……………………25 
Section 4  Merits and Demerits of Chain Stores Business Model…………26 
Section 5  The Operation Features of Coffee Chain Stores  Chain Stores in 
Taiwan……………………………………………………………27 
Chapter 4 Starbucks Kingdom and President Starbucks Coffee  
Corporation………………………………………………29 
Section 1 Introduction of Starbucks Kingdom…………………………29 
Section 2 Introduction of President Starbucks Coffee Corporation………33 
Chapter 5 Competing Environment and Marketing Strategy  
          Analysis of President Starbucks Coffee Corporation…37 
















Section 2  Competing Environment analysis of President Starbucks Coffee  
Corporation ………………………………………………40 
Section 3  Marketing Strayegy Analysis of President Starbucks Coffee  
Corporation ………………………………………………50 
Chapter 6  President Starbucks Coffee Experience Marketing  
 Strategy Analysis………………………………………53 
Section 1 SEMs Analysis in President Starbucks Coffee Corporation……53 
Section 2 ExPros Application in President Starbucks Coffee Corporation…58 
Section 3  Advantages of Experience Marketing in President Starbucks  
Coffee Corporation…………………………………………63 
Section 4  Disadvantages of Experience Marketing in President Starbucks  
Coffee Corporation…………………………………………65 
Chapter 7  Conclusions and Suggestions …………………………67 
Section 1  The Conclusions……………………………………………67 






















图 1：经济价值传递过程图 .......................................................................9 
图 2：策略体验模块图 .............................................................................13 
图 3：体验矩阵图 .....................................................................................16 
图 4：垂直营销系统图 .............................................................................20 
图 5：星巴克分店的全球版图 .................................................................32 
图 6：Thomas 的服务三角营销架构 .......................................................35 
图 7：PEST 模型图....................................................................................37 
图 8：台湾咖啡连锁店产业结构 SCP 分析图 .........................................41 
图 9：台湾咖啡连锁店之五力分析图 .....................................................44 
图 10：2009 年咖啡连锁店市场占比图 ..................................................45 
图 11：Porter 之价值链 ..........................................................................47 
图 12：体验媒介与消费者行为的关系图 ...............................................58 



























Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
